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Table 1 The independent variables

Variables Unit

Variable
type

Definition variables

Cheese consumption

traditional without brand=1, factory regardless
qualitative of the brand=2, traditional with brand=3,

% factory with a particular brand=4
=) traditional without brand=1, factory regardless
5 Yogurt consumption qualitative of the brand=2, traditional with brand=3,
z factory with a particular brand=4
§ traditional without brand=1, factory regardless
s Milk consumption qualitative of the brand=2, traditional with brand=3,
53 factory with a particular brand=4
A traditional without brand=1, factory regardless
Dough consumption qualitative of the brand=2, traditional with brand=3,
factory with a particular brand=4
Age year quantitative persons age
Gender dummy man=1, woman=0
Education grade qualitative Classified as encoding
Household size person  quantitative Number ofperson}?ollllzleng together in one
Monthly household income dollar ~ quantitative The amount of monthly household income
Monthly household o The amount of monthly household
. dollar  quantitative .
expenditure expenditure
Distance from shopping center ~ minute  quantitative The time distance of residence to place of
purchase
Price dummy More appropriate price=1, otherwise=0
8 Availability dummy Easy availability=1, otherwise=0
£
= Health dummy more healthy=1, otherwise=0
E Nutritional value dummy More nutritional value=1, otherwise=0
g Brand image dummy having brand image=1, otherwise=0
g Packaging dummy Suitable packaging=1, otherwise=0
2 Inf; tion about expiry dat d havi iry date=1, otherwise=0
E nformation about expiry date ummy aving expiry date=1, otherwise
Advertisement dummy attractive advertisement=1, otherwise=0

Nutritional information
Flavor

Branded cheese awareness
Branded yogurt awareness
Branded milk awareness

Branded dough awareness

availability of nutritional information=1,

dummy otherwise=0
dummy better flavor=1, otherwise=0
o The number of brands of cheese that the
quantitative
respondents can recall.
o The number of brands of yogurt that the
quantitative
respondents can recall.
o The number of brands of milk that the
quantitative
respondents can recall.
o The number of brands of dough that the
quantitative

respondents can recall.
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Table 2 Demographic profile of respondents

Characteristic/category Total %
Age
18-25 14 7
25-40 96 48
>40 90 45
Gender
Male 85 42.5
Female 115 57.5
Education
Below Diploma 18 9
Diploma 40 20
Associate's Degree 21 10
Bachelor 75 37.5
Masters 38 19
Ph.D. 7 3.5
Household size
2 32 16
3 50 25
4 63 31.5
>4 53 26.5
Household income
<1500000 24 12
1500000-2500000 91 45.5
2500000-3500000 51 25.5
>3500000 34 17
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Table 3 The results of multivariate regression estimates

Cheese Yogurt Milk dough
consumption consumption consumption consumption
intercept 2.0477 3.107 12977 1.737°
age -0.025™" -0.025™" -0.26 -0.29
gender 0.002 -0.26° -0.28" 0.09
education 0.053 -0.02 0.069 0.08
household size 0.065 -0.08 -0.09 0.09"
distance from shopping 0.005 0.01° 0.007 0.01
center
price 0.24 -0.07 0.2 -0.04
availability 0.1 -0.05 -0.08 0.19
health 0.01 0337 -0.19 -0.15
nutritional value -0.28" 037" -0.34" 046"
brand image 0.01 0.44 0.69"" 0.2
packaging -0.19 -0.01 0.18 0.002
information about expiry 038" 0.02 0.27 029"
date
advertisement 0.39" 0.38"" 0.04" 0.40™"
nutritional information -0.19 0.14 0.09 0.14
flavor 0.12 0.09 0.07 0.2"
branded cheese awareness 0.34™ 0.0002 0.02 0.01
branded yogurt awareness 0.06 032" 0.02 -0.01
branded milk awareness 0.00 0.09 0.53" -0.023
branded dough awareness -0.11 -0.03 -0.1 0.28™"
monthly household income -0.000001 -0.0003 -0.00008 -0.0004
monthly household 0.001" 0.002™" 0.002" 0.002""
expenditure
F test 5617 7177 6.037" 5417
R? 0.39 0.46 0.42 0.39
Breusch-Pagan test 40.34™"

* ** and *** respectively, significance at the 10%, 5% and 1% levels.
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Dairy products are among food highly consumed by Iranian urban households. The market for this
product has been occupied by various brands that each of which are trying to gain a greater share of
the market. Gaining more market share involves the assessment and study of consumers’ behavior and
their inclination towards branded food. So, this study aims to investigate factors affecting consumers’
inclination towards branded dairy using multivariate regression model and data collected in Mashhad
in 2016. The results show that the age and nutritional value of branded dairy have a negative and
significant effect on consumers’ desire to consume cheese, yogurt, milk and dough. It also shows that
variables such as brand image, information about expiry date, advertisement, brands awareness and
monthly household expenditure have a positive and significant effect on the consumers’ desire to
consume branded product in four above-mentioned groups of dairies. According to the findings, it is
suggested that producers and marketers of branded dairy focus on young people and use effective
methods such as advertisement to inform consumers with existing brands and gain their trust.
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